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SIGNIFICANT GROWTH 
BY ORGANISATION TYPE

THE SOCIALLY INTELLIGENT ORGANISATION (SIO)
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67%

37% 21% 20%

13%

ARE OPTIMISTIC 
ABOUT NEW BUSINESS 
DEVELOPMENT

52%

SAY THEIR 
ORGANISATION 

IS AN SIO

63%

SAY GEN Y 
EMPLOYEES ARE THE 

MOST SOCIALLY 
INTELLIGENT

23%

OF SIOs ARE PREDICTING 
SIGNIFICANT GROWTH IN REVENUE 

—1% MORE THAN THE 
ALL-INDUSTRIES AVERAGE

77%

SAY SOCIAL INTELLIGENCE DRIVES 
PROFITABILITY BY ENABLING 
MANAGEMENT TO ENGAGE 

WITH THEIR WORKFORCE 
AND SHARE THEIR COMMON 

VISION AND GOALS

74%

SAY THAT LEADERS OF AN SIO ARE 
EXPECTED TO BE CONSULTATIVE 
AND PROVIDE LEADERSHIP WITH 

VISION AND PURPOSE

91%

CEOs/MDs AND CHAIRS 
REGISTER THE STRONGEST 

SUPPORT FOR LEADERSHIP WITH 
VISION AND PURPOSE

66%
are predicting 
growth in 
profit

22%
are predicting 
significant 
growth in 
revenue

52% 69%

AMERICAS/
EMEA

APAC
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the business outlook across Asia for 2014 looks set 

for a positive trajectory, but there are a number of 

uncertainties that will have many business leaders 

watching over their shoulders.

the latest Executive Outlook Survey 2014 from 

kellyOcg shows that while there is widespread 

agreement about continuing economic and business 

improvement, it is not unbridled optimism.

global economic events and local Asian  

business sentiment are coalescing in 2014 to 

produce a whirlwind of possible scenarios for  

the world economy.

there is no question that economic recovery is 

underway in the united states and some of the key 

economies in Europe, but 2014 has kicked off with 

renewed concerns about slowing chinese growth 

and fears about debt and currency instability in 

emerging economies.

the end of 2013 was tinged with a tone of economic 

optimism, which has been dampened somewhat by 

events at the start of this year.

Overall, global economies have proved remarkably 

resilient in emerging from the deepest downturn in a 

generation and seeing off a series of sovereign debt 

crises that could have derailed recovery.

but the memories of the 2008–09 economic 

recession are still fresh, and it does not take a  

great deal for nerves to fray.

hence the cautious optimism that is evident  

among Asia’s business leaders, and the anxiety  

that accompanies even slight bumps along the  

road to recovery.

i n t r O d u c t i O n
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the survey captured the opinions of 326 leaders and 

executives of organisations from a wide range of 

organisational types, sectors, sizes and locations. 

the size of organisations participating ranges  

from those with fewer than 25 employees to  

those with more than 10,000, with an average of  

4,300 employees.

A total of 89 percent are based in Asia Pacific and  

11 percent in the Americas and EMEA.

industry sectors represented in the survey cover 

a broad sweep of business activity, including 

manufacturing, ict, consulting, health  

and pharmaceuticals, financial services & insurance, 

property, infrastructure, transport & logistics,  

and oil & gas.
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/ 326 leaders and executives of comPanies / headcount (no. of emPloyees) / location they are Based in

62% Multinationals 1% chairman 21% 10,000+ 89% Asia Pacific

18% sMEs 15% CEO/Md 12% 5000–10,000 5% EMEA

14% local conglomerates 6% EvP/svP 19% 1000–4999 6% Americas

4% government/glcs 41% vP/director 11% 500–999

2% non-profit organisations 18% gM/hOd 11% 250–499

2% Associate partner 15% 25–249

7% senior manager 11% less than 25

5% Manager

5% Others



We had captured a total of 326 interviews to form the 

statistics of this study which our opinion is based on:

•	 the method used was purely quantitative in 

nature using an on-line portal approach.

•	 invitations to participate in this study were 

emailed to senior respondents of industries’ 

leaders and executives located within Asia,  

EMEA and Americas. 

•	 Majority of respondents (63%) came from 

companies with a headcount of 500 employees 

and above which resulted with an average 

headcount of 4,300 employees as an overall 

indicative size of the study sample.

•	 the on-line portal was launched in early October 

2013 and was concluded by 31st december 2013.

•	 the raw data gathered was subsequently 

subjected to the standard industry rigour of  

data cleaning and splicing to give us the views 

and analysis from different angle.  Assurance  

were given to respondents that the data 

gathered are to be treated with a high degree 

of confidentiality and no one person can be 

identified in expressing their views.
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When business leaders are asked to 

consider the outlook for the year ahead, 

all the indicators point to a solid year, but 

not an extraordinary year.

looking at the question of business 

revenue, almost three-quarters  

(74 percent) indicate that there will be 

either no change or marginal growth.

however, a solid 22 percent expect 

‘significant growth’ in revenue, indicating 

that some firms will continue to reap the 

benefit of Asia’s powerhouse economic 

positioning.

Only 4 percent are predicting either 

a marginal or a significant decline in 

business revenue.

however, the issue of turning revenue into 

profits is another story.

On profits, a total of 76 percent are 

expecting either no change or only 

marginal growth in profitability.

Only 18 percent are predicting ‘significant 

growth’ in profitability.

A further 6 percent anticipate either a 

marginal or a significant decline in profits.

/ revenue 

/ revenue and Profit outlook for 2014

/ Profit 
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22% 18%

1% 1%

3% 5%

20% 28%

54% 48%

Significant decline Marginal decline No change Marginal growth Significant growth
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/ revenue and Profit outlook for 2014 By comPany cateGory
When the business outlook is dissected 

by the type of organisation, a clear  

winner emerges.

small- and medium-sized enterprises 

(sMEs) are the growth engines, and the 

most optimistic about the year ahead.

A total of 37 percent of sMEs are 

predicting ‘significant growth’ in revenue, 

compared with the all-industries average 

of 22 percent.

similarly, when it comes to profitability, 

30 percent of sMEs are forecasting 

‘significant growth’, compared with the 

all-industries average of 18 percent.

the next best category is multinationals, 

with 21percent predicting significant 

revenue growth and 17 percent significant 

profit growth.

Among non-profit/government/glcs,  

20 percent anticipate significant revenue 

growth and 15 percent significant  

profit growth.

the poorest outlook is for local 

conglomerates, with just 13 percent 

predicting significantly better revenue  

and profits. 

50%

50%

/ revenue 

/ Profit 

total

total

non-Profit/Government/Glcs

non-Profit/Government/Glcs

multinational

multinational

local conGlomerate

local conGlomerate

sme enterPrise

sme enterPrise

0%

0%

100%

100%

Significant decline Marginal decline No change Marginal growth Significant growth



50%
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smaller organisations will outperform 

larger organisations if the latest forecasts 

prove accurate.

Among organisations with less than  

250 employees, a thumping 39 percent 

predict significant revenue growth,  

and 33 percent predict significant  

profit growth.

in what is looming as quite a challenging 

business environment, smaller, more 

nimble enterprises seem more likely to 

reap returns from the opportunities that 

will become available.

Even among firms with up to 1,000 

employees, there is still a sizeable  

26 percent who expect significant revenue 

and profit growth.

Above 1,000 employees, the prospects 

dim, with just 13 percent looking at 

significant revenue growth and 8 percent 

at significant profit growth.

/ revenue 

/ revenue and Profit outlook for 2014 By size of orGanisation (headcount)

/ Profit 

total

total

5000 or more

5000 or more

1000–4999

1000–4999

250–999

250–999

less than 250

less than 250

0%

0%

100%

100%

Significant decline Marginal decline No change Marginal growth Significant growth
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the two-speed nature of the global 

economic recovery is evidenced when  

it comes to the location of firms’  

business operations.

Asia is still likely to outstrip firms 

elsewhere around the globe when  

it comes to projections about the  

year ahead.

A total of 23 percent of firms operating  

in the Asia Pacific expect significantly 

higher revenue growth, compared with 

19 percent among firms with their base 

location in the Americas or EMEA.

the picture with regard to profitability is 

even starker, with 20 percent of those in 

the Asia Pacific predicting significantly 

higher profits, compared with just  

8 percent in the Americas and EMEA. 

/ revenue 

/ revenue and Profit outlook for 2014 By Base location

/ Profit 

total

total

americas/emea

americas/emea

asia Pacific

asia Pacific

0%

0%

100%

100%

Significant decline Marginal decline No change Marginal growth Significant growth



the business outlook for the Asia-Pacific region can 

be broadly categorised as positive, however much 

depends on the type and size of firms, and in turn, 

their ability to move adeptly to extract profits from the 

modest revenue growth that is on offer.

Also, businesses have on their hands a number  

of operational and strategic considerations that  

will require varying degrees of management time  

and resources.

this section looks at a number of these key business 

considerations—client retention, new business 

development, pricing pressure, project size, the  

sales cycle and social media.

the survey provides a glimpse into management 

thinking as it deals with each of these critical  

success factors from both an internal and an  

external perspective.

key factors influencinG 
the Business outlook

11



50%
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Among the individual factors that will 

influence business outcomes in 2014, the 

one that is most prominent in the minds 

of business leaders is concern about 

pricing pressure.

A total of 42 percent say that they have 

either high or moderate levels of concern 

about a worsening outlook for pricing in 

the external environment. this suggests 

limited opportunity to raise prices in an 

extremely competitive business climate.

About 21 percent expressed concerns 

about client retention from an  

external viewpoint.

On a more positive note, more than 

two-thirds (67 percent) expressed high or 

moderate optimism about new business 

development opportunities.

dealing with the pressures of social 

media has become an acquired skill for 

managers. More than half (58 percent) are 

optimistic regarding social media in the 

external environment in 2014.

internally, managers in Asia are generally 

comfortable with their internal capacity to 

deal with key business issues such as new 

business development, client retention 

and changes in the sales cycle.

/ external

/ current level of concern with these factors By total

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement

0%

0%

100%

100%
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Amongst multinationals, there is less 

concern about pricing pressure than in  

the rest of the business community, with 

their size and reach providing a degree  

of pricing power.

in the list of external considerations,  

37 percent of multinationals have 

concerns about pricing power, compared 

with 42 percent across all industries.

client retention rates as a concern among 

22 percent of managers from an external 

perspective, and 17 percent from an 

internal perspective, as they consider their 

capacity to address the issue.  

interestingly, project size is just as 

much an issue for multinationals as it 

is for smaller firms, presumably with 

projects that fall short of the minimum 

requirement.

Multinationals appear less concerned 

about social media—from both an 

external and internal perspective—than 

might have once been the case.  

/ external 

/ current level of concern with these factors By comPany cateGory—multinationals

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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local conglomerates face considerable 

worries about pricing pressure, with  

47 percent concerned about it as  

an external issue and 43 percent 

internally—both higher than the  

all-industries average.

close to one-third (30 percent) have 

concerns about client retention.

Many are putting a great deal of faith in  

new business development to lift  

activity and profits. More than half  

(56 percent) are optimistic about new 

business leads improving, and  

53 percent are happy with it from an 

internal servicing perspective.

there are more positives than negatives 

regarding the sales cycle, and 

approximately half are optimistic about 

what social media will mean for their 

businesses in 2014.

/ external

/ current level of concern with these factors By comPany cateGory—local conGlomerates

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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half of all respondents from sMEs are 

concerned about pricing pressure in the 

external environment and 26 percent 

about the internal implications.

however these smaller firms are much 

more optimistic than their larger rivals 

about client retention in the year ahead.

they are also considerably more 

optimistic than the others about new 

business development.

With regard to the sales cycle, sMEs are 

also much more optimistic that they are in 

a position to benefit from the current lift 

in the business environment.

/ external 

/ current level of concern with these factors By comPany cateGory—sme enterPrises

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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geography matters a great deal in the 

current economic climate. businesses 

based in the Americas and EMEA 

are reasonably optimistic about the 

year ahead, even if less so than their 

counterparts with operations in Asia.

in the Americas/EMEA, from an external 

perspective, 53 percent are optimistic 

about this phase of the sales cycle,  

52 percent are optimistic about new 

business development, 44 percent are 

optimistic about client retention, and  

39 percent are optimistic about  

project size.

A sizeable 42 percent are concerned 

about pricing pressure.

Even with social media, 58 percent are 

optimistic about the way it will impact 

firms’ external environments.

internally, the greatest confidence about 

capability is with the outlook for the sales 

cycle, where 61 percent are optimistic. 

similarly, 50 percent are confident 

about their ability to cope with new 

business development, and 44 percent in 

supporting client retention.

/ external 

/ current level of concern with these factors By firm location—americas/emea

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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Within Asia Pacific, the greatest 

confidence in relation to the external 

environment is in the area of new business 

development, with 69 percent either 

moderately or highly optimistic.

Also externally, there is general buoyancy 

around the outlook for social media  

(58 percent optimistic), project size  

(50 percent optimistic), client retention  

(50 percent optimistic), and the sales cycle 

(49 percent optimistic).

however, only 30 percent are optimistic 

about pricing pressure and 41 percent are 

pessimistic.

internally, there are constraints on firms’ 

capacities to deal with the competitive 

pricing situation, reflected in 30 percent 

claiming to be pessimistic about their 

capacity to cope with pricing pressures. 

/ external

/ current level of concern with these factors By firm location—asia Pacific

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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the following series of charts look at  

how firms in each of the revenue and 

profit growth categories—high growth, 

marginal growth, no change and declining 

growth—interpret and deal with the 

various business challenges that lie ahead.

What emerges is that those firms with 

the most optimistic outlook have very 

different challenges and priorities that  

set them apart.

for firms that are forecasting significant 

revenue growth, two key elements stand 

out. firstly, they have a bountiful pipeline 

of work, reflected in 90 percent optimism 

about new business development. 

secondly, they are not churning through 

clients, reflected in 70 percent optimism 

about client retention. these firms have a 

strong flow of new work that they manage 

to turn into repeat business. 

On the internal side, they have a strong 

capacity to deliver both these elements.

/ external

/ current level of concern with these factors By revenue outlook—siGnificant Growth

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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this same category of high-growth 

firms is also predicting significant profit 

growth, and they have very high levels 

of confidence about new business 

development and client retention.

they also exhibit high levels of optimism 

about project size and their capacity to 

deal with it.

they are also comfortable with their 

position in the sales cycle and with the 

required internal capabilities.

/ external

/ current level of concern with these factors By Profit outlook—siGnificant Growth

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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the firms predicting marginal growth in 

revenue also have a very strong outlook 

for business development.

however, they are not as confident as the 

high-growth firms about client retention.

in other words, their internal resources 

are going to be more devoted to new 

business (with all the costs that involves) 

instead of the steady flow of revenue from 

existing clients.

they too have a relatively upbeat outlook 

regarding project size and the sales cycle.

/ external

/ current level of concern with these factors By revenue outlook—marGinal Growth

/ internal

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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When looking at the profit outlook for 

these marginal growth firms, it is clear that 

new business development is going to 

drive a considerable part of their activities 

in the year ahead.

they are less optimistic about the 

prospects for client retention, yet they still 

face the same pricing pressure as all other 

firms in the market.

/ external 

/ current level of concern with these factors By Profit outlook—marGinal Growth

/ internal

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement



50%

50%

22

the firms anticipating no growth in the 

year ahead share common features.  

Most notably, there is no great optimism 

about the prospects of increased  

revenue fuelled by new business or  

client retention.

for these firms, it will be a hard slog 

simply retaining existing clients, let alone 

attracting new business.

it is worth noting that concerns that  

once might have existed about the 

influence of social media on business 

reputation seem to be fading as firms 

become accustomed to managing it both 

internally and externally.

/ external 

/ current level of concern with these factors By revenue outlook—no chanGe in Growth

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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in regard to the profit outlook for these 

no-growth firms, there is a definite lack 

of confidence about all the key elements 

that could potentially drive growth.

they are largely treading water in regards 

to new business and client development.

they are forced to accept business on 

others’ terms vis a vis elements such as 

project size and their position in the cycle.

/ external 

/ current level of concern with these factors By Profit outlook—no chanGe in Growth

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement
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the firms predicting a decline in growth 

face pressure on all fronts.

Prospects for client retention are at 

diabolical levels, while new business is 

also problematic.

With these dual issues on the demand 

side of the business, it is little wonder  

that they have extremely weak pricing 

power and little prospect of raising  

profit margins.

/ external 

/ current level of concern with these factors By revenue outlook—decline in Growth

/ internal 

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement

50%

50%
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the profit outlook for these declining-

growth firms points to the need for drastic 

measures to address sustainability and 

even survival.

it is worth noting that at least some  

have begun to turn their attention to  

new business development because  

there is a hint of optimism that the 

outlook can turn positive.

issues such as project size and the sales 

cycle become almost academic.

they are in the unfortunate position of 

being price takers and under extreme 

margin pressure.

/ external 

/ current level of concern with these factors By Profit outlook—decline in Growth

/ internal 

High concern 

for worsening

Moderate concern 

for worsening

Neither concern 

nor optimism
Moderate optimism 

for improvement

High optimism 

for improvement

client retention

client retention

PricinG Pressure

PricinG Pressure

new Business develoPment

new Business develoPment

Project size

Project size

sales cycle

sales cycle

social media

social media

0%

0%

100%

100%



s E c t i O n  t W O : 

t h E  d y n A M i c s  O f  t h E  s O c i A l ly  

i n t E l l i g E n t  O r g A n i s At i O n2 26



Everywhere, businesses are trying to find ways 

of responding more effectively to the changing 

economic, social and regulatory environment in  

which they operate.

the most dynamic businesses respond adroitly  

and effectively to meet the changing demands  

of customers, employees, governments and  

other stakeholders.

this ability to identify and respond to changing 

dynamics has given rise to the idea of the ‘socially 

intelligent organisation’—one that embraces 

collaboration and harnesses diversity to promote 

innovation and change.

social scientist ross honeywill believes that 

social intelligence (sQ) is an aggregated measure 

comprising self and social awareness, evolved social 

beliefs and attitudes, and a capacity and appetite to 

manage complex social change.

Organisations need to be acutely aware of their 

environment dynamics and have a capacity to deploy 

all the resources at their disposal to understand 

change, and manage it for growth and profitability.

the following section looks at how businesses are 

viewing this complex array of interactions and how 

they are applying sQ principles in a business setting. 

the dynamics of the socially 
intelliGent orGanisation

27
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Organisations that participated in this 

survey were able to identify and prioritise 

some of the key elements that go  

towards making a socially intelligent 

Organisation (siO).

A total of 70 percent agreed that an 

siO is one that possesses the ability to 

respond flexibly in interpreting changes in 

social behaviour.

Almost two-thirds (64 percent) agreed 

that an siO is one with the capacity to 

effectively negotiate complex social 

relationships and environments.

A total of 59 percent agreed that  

an siO is one with a network of 

information-gathering technology  

within an organisation.

/ what is the socially intelliGent orGanisation?

caPacity to effectively neGotiate 

comPlex social relationshiPs 

and environments

network of information-

GatherinG technoloGy within  

an orGanisation

the aBility to resPond flexiBly  

in interPretinG chanGes in  

social Behaviour

64% 59% 70%
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Organisational type plays a large part in 

the way that businesses interact with their 

environment and in the priority they place 

on adapting to change.

When asked to identify what constitutes 

an siO, respondents skew according to 

some clear business traits.

in the previous slide, 70 percent agreed 

that an siO is one that possesses the 

ability to respond flexibly in interpreting 

changes in social behavior. however, 

the outcome varies markedly between 

different business types.

for local conglomerates, 81 percent 

agree with this assertion, as do  

77 percent of sMEs. for these enterprises, 

understanding and adapting to changes 

in the domestic environment  

is critical to success.

however, for multinationals, only  

66 percent regard this ability to respond 

flexibly to local needs as a hallmark of  

an siO. 

it may be that multinational head offices 

provide less flexibility to local managers in 

dealing with one-off changes.
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When considering what constitutes an 

siO, the response depends on who in the 

organisation is asked.

those at the highest level—cEOs, Mds 

and chairs—embrace the key elements of 

the siO, as do mid-level managers.

interestingly, those just below the top 

tier—vPs and directors—are the least 

likely to identify with the key concepts 

unique to an siO.
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smaller firms, with less than 250 

employees are more able to identify the 

key elements that make an siO.

 Among these smaller firms, 80 percent 

agree with the assertion that the ability to 

respond flexibly in interpreting changes 

in social behavior is a key element of an 

siO. larger firms do not share as strongly 

in that view.

similarly, the view that an siO is 

characterised by a ‘network of 

information-gathering technology within 

an organisation’ is held more strongly by 

smaller sized firms.

smaller firms also agree more strongly 

that the ‘capacity to effectively negotiate 

complex social relationships and 

environments’ is a sign of an siO.
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A firm’s base location will have a bearing 

on how it interprets the different elements 

that constitute an siO.

for instance, the ability to respond 

flexibly in interpreting changes in social 

behavior is firmly embraced (75 percent) 

in the Americas/EMEA as an indicator of 

an siO, higher than in Asia Pacific  

(69 percent).

the idea of a network of information-

gathering technology as a marker of  

an siO is accepted in the Asia Pacific 

(61 percent) but less so in the Americas/

EMEA (42 percent).

similarly, the notion of ‘a capacity to 

effectively negotiate complex social 

relationships and environments’ is 

endorsed in Asia Pacific (66 percent)  

but by far fewer in the Americas/EMEA 

(50 percent).
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A majority (52 percent) of the business 

respondents to the survey say that they 

regard their organisations as siOs.

there are 11 percent who say they are  

not siOs.

A total of 14 percent describe themselves 

as skeptical on the question, while almost 

a quarter (23 percent) is uncertain. 

/ do they consider themselves a socially intelliGent orGanisation?

52% yes

23% uncertain

14% skePtical

11% no
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the leaders of multinational firms are 

more likely to identify their organisations 

as siOs.

A total of 55 percent of respondents from 

multinationals identify as siOs, compared 

with 49 percent from sMEs, 47 percent 

from local conglomerates, and 40 percent 

from non-profit/government/glcs.
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Among the various ranks of business 

leadership, those who consider their 

organisations as siOs tend to be 

concentrated around the vP and director 

level, with 58 percent agreement.

At the very top—cEO/Md/chairman—

there is just 50 percent who agree that 

their businesses constitute an siO.

When viewed by seniority of leadership, 

the perception of being an siO falls away 

further down the leadership chain, so 

that just 38 percent of senior Managers/

Managers consider their businesses siOs. 

Among this group of managers there is a 

high level of skepticism and uncertainty 

about their siO credentials.
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large firms, with 5,000 or more 

employees, are more likely to consider 

themselves siOs.

Among these large enterprises,  

58 percent identify as an siO, compared 

with 56 percent for those with 1,000–

4,999 employees, and 46 percent for 

firms with less than 1,000 employees.
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firms in the Americas/EMEA are more 

likely than those in Asia Pacific to consider 

themselves siOs.

Almost two-thirds (64 percent) of firms in 

the Americas/EMEA identify as an siO, 

compared with 50 percent in Asia Pacific.

At the same time, the Americas/EMEA 

has almost twice as many (25 percent) 

who are skeptics on the issue as there are 

in Asia Pacific (13 percent).
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total americas / emea asia Pacific
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in this chart, business leaders rank three 

key propositions for a shift to an siO.

Each proposition receives overwhelming 

support, but the highest ranked was the 

notion that leadership of an siO entails 

listening, learning and enunciating a  

clear vision.

Almost three-quarters (74 percent) agree 

with the proposition that ‘leaders are 

expected to be consultative and involved 

in communicating a compelling vision  

and purpose’.

similarly, 72 percent agree that 

‘Employees now have far more options 

and access to vast information which 

influences more liberal thought process’.

A total of 69 percent agree that  

‘today’s workforce does not accept the 

autocratic management style adopted 

from historical models’.
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irrespective of the type of business, all 

agree with the same general propositions 

for becoming an siO.

notably, non-profit/government/glcs 

hold strongly to the view that leaders are 

expected to be consultative and involved 

in communicating a compelling vision  

and purpose.
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those at the pinnacle of the business 

pyramid—the cEOs, Mds and chairs—

are the strongest adherents to the three 

key propositions for siOs.

not surprisingly, they register the 

strongest support (91 percent)  

for the leadership ‘vision and  

purpose’ requirement.

lower-level managers, in contrast,  

place more focus on the employees and 

emphasize the diversity of information 

that can influence employee behavior.

there is consistent support across all  

roles for the notion that today’s workforce 

no longer accepts an autocratic 

management style.
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smaller firms have a more powerful 

attachment to some of the key 

propositions that underpin the efficacy 

of social intelligence, as it applies to 

organisations.

the businesses with fewer than 250 

employees are particularly interested 

in addressing the issue of employee 

communications. A total of 84 percent 

agree that the diversity of information 

available to employees warrants a  

new approach.

Also, 81 percent of these smaller firms 

embrace visionary and purposeful 

leadership as a priority issue.

concern about the need to move  

away from an autocratic management 

style is also more evident in the  

smaller firms.

As firm size increases, the level of 

anxiety about vision, communication and 

collaboration decreases.
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from a geographic perspective, business 

leaders in Asia Pacific place a somewhat 

higher priority on the need for leaders to 

be consultative, visionary and purposeful. 

A total of 75 percent of Asia Pacific 

respondents support this compared with 

67 percent in the Americas/EMEA.

Also, Asia Pacific respondents are more 

inclined to want to counter the flood of 

communications targeted at employees 

(72 percent) versus their colleagues in the 

Americas/EMEA (67 percent).
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When asked which generation is the more 

socially intelligent, business respondents 

have no doubt that it is one of the 

younger cohorts in the workplace.

Almost two-thirds (63 percent)  

select gen y—born between the mid-

1980s and early 2000s—as the most 

socially intelligent.

Almost a quarter (24 percent) say that 

gen x—born between the mid-1960s 

and early 1980s—are top of the social-

intelligence pecking order, while  

12 percent say it’s the Millenials—born 

after the mid 2000s.

Just one percent of those surveyed think 

that baby boomers—born between the 

1940s and early 1960s—are the most 

socially intelligent.
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it becomes clear that perceptions about 

the most socially intelligent individuals 

varies according to organisational type.

the already entrenched notion that  

gen y is the most socially intelligent 

of the workforce generations has its 

strongest adherents among sMEs, where  

70 percent rate gen ys as the social-

intelligence elite.

gen ys also rate well in both 

multinationals (65 percent) and local 

conglomerates (55 percent) for their 

sQ savvy, but not in the non-profit/

government/glc sector where there is  

a more even split between gen y  

and gen x.
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the preference for gen y as the most 

socially intelligent carries considerable 

weight across all senior leadership roles, 

but is most apparent at the EvP/svP  

level, where gen ys are preferred by  

90 percent of respondents.

gen x is in the minority across all 

leadership segments, but they get their 

best look-in among both the cEO/Md/

chairman and the senior Manager/

Manager levels, where they are preferred 

by more than 30 percent of respondents.

45

/ who are the more socially intelliGent? By role in orGanisation

Baby Boomers:  

born between 1940s  

and early 1960s

Gen x:  

born between mid 1960s  

and early 1980s

Gen y:  

born in mid 1980s  

and early 2000s

millenials:  

born after mid 2000s

total ceo / md /

chairman

evP / svP vP / director Gm / hod / 

associate Partner

senior manaGer /

manaGer

others

0%

100%



25%

75%

gen y is preferred for their sQ credentials 

by large, medium and small businesses.

gen y’s strongest representation is in 

the 1,000–4,999 employee category, 

where they are preferred by 69 percent 

of respondents. in this category, gen x is 

preferred by 21 percent of respondents.

Among the biggest employers (5,000 

employees or more), gen y are regarded 

as most socially intelligent by 61 percent, 

and gen x by 23 percent, with Millenials 

at 15 percent and baby boomers at  

1 percent.

Among smaller employers, with less than 

250 workers, gen y rate 65 percent,  

gen x 24 percent, Millenials 8 percent 

and baby boomers 3 percent.
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Across the Americas, EMEA and Asia 

Pacific, respondents broadly agree that 

gen y constitutes the most socially 

intelligent workforce cohort, with  

64 percent support in the Americas/EMEA 

and 63 percent in Asia Pacific.

gen x are in the minority in all regions  

but are slightly preferred in Asia Pacific 

(25 percent) than in the Americas/EMEA 

(22 percent).

Millenials are preferred by 14 percent  

in the Americas/EMEA but by only  

11 percent in Asia Pacific.

baby boomers barely register in  

either market.
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the challenges in implementing any 

change in organisational culture tend to 

follow a common theme.

What we see in this survey is that 

overcoming deeply embedded 

cultural norms occupies a good deal of 

management’s time and resources.

More than one-third of respondents  

(36 percent) cite ‘resistance to change’  

as the biggest obstacle to managing  

the siO process.

A further 20 percent say that a  

culture of risk aversion is the major 

headache, while 11 percent cite  

onerous legal requirements.
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Stiff legal requirements 11%



businesses can face a daunting series of 

obstacles on the path to building an siO.

the main hurdles fall into two 

categories—cultural and procedural.

On the cultural side, more than half  

(56 percent) cite ‘resistance to change’ 

and a ‘risk-averse culture’ as the greatest 

impediments.

On the procedural side, a total of  

20 percent cite ‘stiff legal requirements’ 

and ‘no performance criteria’ as the  

main problems they face.

there are a host of more minor issues  

that reformers face, including lack of 

executive support, lack of resources, 

abuse of technology, inadequate funding 

and contracting issues.

however, the survey results highlight  

the relevance of targeting the two  

big roadblocks—business culture  

and process.  
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there are a broad range of skills that are 

pivotal to establishing and maintaining  

an siO.

some are in adequate supply while others 

are lacking.

Among these vital skills, those that 

are most plentiful are empathy and 

organisational awareness.

those deemed most lacking are 

teamwork and inspiration.
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skills that are deemed vital to a socially intelliGent orGanisation
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for the transformation to an siO to 

make business sense, it needs to lead to 

increased organisational profitability.

how exactly does it do that?

respondents were asked to assess three 

propositions to explain the alignment 

between an siO and corporate prosperity.

the proposition that gained the greatest 

support (77 percent) among respondents 

was that an siO enables the organisation 

to ‘constantly engage with the workforce 

with a compelling vision and goals’. 

the second most favored proposition, 

(supported by 65 percent) was that an  

siO allows firms to ‘get ahead of 

the competition through systematic 

intelligence capability’.

the third most popular proposition , 

(supported by 57 percent)  

was that an siO provides ‘telescopic 

insights into customers’ social and 

spending behavior’.
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different types of organisations place 

different emphases on the three 

propositions for an siO.

the notion that an siO provides for 

constant engagement with employees  

is most strenuously endorsed among  

non-profit/government/glcs, with  

90 percent support, and among sMEs 

with 81 percent support.

Multinationals also support this 

proposition but lend moderate support 

to both the ‘getting ahead of the 

competition’ and the ‘telescopic insights 

into customer behaviour’ arguments.

local conglomerates are the only 

group to favour ‘getting ahead of the 

competition’ as the primary argument  

for an siO.
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there is very strong attachment by 

industry leaders to the idea that an 

siO facilitates a conduit between 

management and the workforce in a way 

that allows the critical vision and goals of 

the firm to filter from top to bottom. it is 

strongly held at the cEO/Md/chairman 

level and also at the EvP/svP level just 

beneath it. it is the most compelling of 

the three siO-profit propositions across all 

areas of management.

the notion of ‘getting ahead of the 

competition’ wins relatively greater 

support at the gM/hOd/Associate 

Partner level.

All levels of management consider 

the ‘telescopic insights into customer 

behaviour’ the lowest-ranked argument 

for siO.  
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smaller firms (less than 250 employees) 

are most wedded to the idea of using an 

siO to drive employee alignment with 

core values.

A total of 83 percent of sMEs see this as 

the core value proposition of siO—higher 

than for any other size of firm.

those firms with 250–999 employees  

are the only category to weigh ‘getting 

ahead of the competition’ as the most 

important variable.
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in Asia Pacific, there is a high premium 

placed on the opportunity an siO 

provides to get close to the workforce.

A total of 80 percent of respondents 

identify the chance to impart core values 

and goals to employees as the most 

compelling feature.

in contrast, in the Americas/EMEA, 

getting ahead of the competition through 

systematic intelligence capability is the 

first-placed consideration, nominated by 

64 percent.

Also in the Americas/EMEA, the idea 

of using an siO to provide insights into 

customer behaviour finds support with 

only 33 percent of respondents.
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so do firms that embrace siO actually 

make greater profits?

the revenue and profit projections for 

2014 outlined earlier in this paper provide 

a guide to this question.

in regard to revenue, among firms that 

consider themselves an siO, 23 percent 

are forecasting a ‘significant’ increase 

in revenue, which is slightly higher than 

the all-industries average of 22 percent, 

while 52 percent are predicting marginal 

growth, slightly less than the average of 

54 percent.

As for profit, siO firms predict a slightly 

better outlook than their non-siO 

counterparts. Among firms that consider 

themselves an siO, 18 percent predict 

‘significant’ growth, which is in line with 

the average, while 51 percent predict 

marginal growth, higher than the average 

of 48 percent.

in short, siO firms are doing at least as 

well on revenue projections, and a little 

better on profit projections, bearing in 

mind that these are forecasts and not 

actual outcomes.
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the outlook for Asia Pacific in the coming year is 

bright. business leaders have demonstrated that  

they remain confident about the situation, yet they 

make clear that profit improvement will not come  

easily and that every morsel of additional returns will  

be hard won.

the landscape is extremely competitive and there 

is limited scope to raise prices. improved returns 

will need to be extracted from cost-cutting and 

productivity improvements.

it also appears that performance will be uneven across 

the business landscape. smaller firms look to have 

the edge over their bigger rivals due to their ability to 

move quickly and exploit changes in conditions.

Organisations of all types are looking to gain an edge. 

the advent of the socially intelligent Organisation 

encapsulates key elements of the dynamism that is 

now required to manage and prosper in a rapidly 

evolving environment.

social, cultural, economic, regulatory and workforce 

changes are becoming a high-wire act for managers. 

the emergence of social intelligence in a business 

setting brings together an array of disciplines and 

processes to address these issues in a coherent and 

collaborative way.

siOs are serving to sharpen business instincts and 

harness all available resources to detect, interpret and 

confront the challenges that are now coming faster 

than ever.  

smarter, harder 
and faster   
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aBout Bti consultants

Specialising in global and regional C-level and senior executive searches, BTI Consultants leverages on the ability 

to align ourselves with the changing face of leadership. Our deep network of proven consultants extends our 

reach across specific industry sectors and disciplines. We operate on the premise that every leader we place has 

the ability to make a positive impact on the business they enter, the people they interact with and the community 

at large. BTI Consultants is the specialist consulting practice of Kelly Outsourcing & Consulting Group.  

visit www.bticonsultants.com

aBout kellyocG

KellyOCG is the Outsourcing and Consulting Group of Fortune 500 workforce solutions provider Kelly Services, 

Inc. KellyOCG is a global leader in innovative talent management solutions in the areas of Recruitment Process 

Outsourcing (RPO), Business Process Outsourcing (BPO), Contingent Workforce Outsourcing (CWO), including 

Independent Contractor Solutions, Human Resources Consulting, Career Transition and Organisational 

Effectiveness, and Executive Search. Further information about KellyOCG may be found at kellyocg.com. 

http://www.kellyocg.com
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